



♦j^isneyland* 

TO all who come to .this happy place 

-WELCOME- 1 

DISNEYLAND IS YOUR LAND. 

HERE ACE RELIVES FOND MEMORIES 
Of THE PAST AND HERE YOUTH MAY SAVOR 
THE CHALLENGE AND PROMISE Of THE FUTURE. 

DISNEYLAND IS DEDICATED 
TO THE IDEALS. THE DREAMS. AND THE HARD 
TACIS THAT HAVE CREATED AMERICA . WITH THE 
HOPE THAT IT WILL BE A SOURCE OF JOY 
AND INSPIRATION TO ALL THE WORLD. 
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DISNEYLAND 


More than 9 Million people, as of Sep- 
tember 2, 1957, have experienced in 
Disneyland the promise contained in these 
words, written by Walt Disney and 
engraved on the Dedication Plaque in 
Disneyland's Town Square. 

These 9 Million guests have come to 
Disneyland from all over the world : from 
each of the 18 states. United Slates Ter- 
ritories and 63 foreign nations . 

They have come both as family uaits 
and as individuals, for Disneyland is a 
place to have fun ; and with the fun it is 
a place where you can learn, a place which 
the family can enjoy together, and where 
there is something (or many things) for 
each individual member of the family. 

This was Walt Disney's dream, now 
translated into the reality of a new enter- 
tainment industry -an industry with 
happiness and knowledge as its principle 
products. For Disneyland is. basically, a 
place for people to find happiness and 
knowledge. 



THIS IS DISNEYLAND 


Disneyland represents the creation of a completely new concept in family 
entertainment and attractions. Disneyland is based on America's great pioneer 
heritage, the wonder world of nature, the great scientific and technological 
advances which the future holds in store, and on storybook classics. 

A new, unique and permanent creation, Disneyland incorporates 65 acres 
of diversified entertainment and a 1 15 acre parking area. It is composed of five 
main areas or “lands,” each carrying out a central theme. These “lands” are 
pictured on the following pages. 

A sixth area, Holidayland, was opened in June, 1957, to accommodate requests 
from large organizations, principally industry, for a special event area to hold 
picnics, parties and meetings. Holidayland contains grounds for athletic events, 
playground equipment, meeting areas, eating facilities and other specially 
designed features. 

In addition to presently utilized acreage, Disneyland owns or has under lease 
approximately 100 acres. 

Holidayland 
Frontierland 
Fantasyland 
Adventureland 
Tomorrowland 
Main Street 





DISNI history and design 




COMING 

ATTRACTIONS 


"COLUMBIA” 

full rigged 3 masted sailing ship 


NEW ORLEANS 
SQUARE 


THIEVES MARKET 


WAX MUSEUM 

pirates of the Caribbean 

THE HAUNTED HOUSE 

the world’s largest collection 
of ghosts 


HOLIDAYLAND 

special attractions and 
industry activities 




ALICE IN 
WONDERLAND 

fantasy ride 

NAUTILUS 

submarine ride 

ADVENTURES 
IN SCIENCE 

the Micro world, outer space, 
the time machine 

EDISON SQUARE 

yesterday, today & tomorrow 

LIBERTY STREET 

our American heritage 


GRAND CANYON 
DIORAMA 

on the Santa Fe & 
Disneyland railroad 



MAJOR PROJECTS 





2. adventures in science 




ATTENDANCE 

TOTAL CUMULATIVE 9.000.000 

ADULT (18 yean* and over) 5.490.000 

JUNIORS ( 12 thru 17 years) 1,035,000 

CHILDREN (under 12 years) 2.475,000 

. . . ioo% 

.... 61% 
...11.5% 

.... 27.5% 

AVERAGE AGE MALE 

AVERAGE AGE FEMALE 

.,..37.4 YRS. 

.... 37.6 YRS. 

SEX 

FEMALE 

...49.4% 

RESIDENCE 

SOUTHERN CALIFORNIA 

.... 43% 

OUT-OF-STATE 

42% 

OCCUPATION OF HEAD OF FAMILY 

PROFESSIONAL 

WHITE COI.IAR 

SKILLED CRAFTSMAN 

35 7% 

UNSKIIJED 

RETIRED . 

OTHER 

13 7% 

62% 

20% 

TRANSPORTATION TO DISNEYLAND 

BY PRIVATE AUTOMOBILE 

BY PUBLIC TRANSPORTATION 

- - - - 83 6% 

GUEST PARTICIPATION 

AVERAGE HOURS AT DISNEYLAND 

AVERAGE NUMBER OF RIDES 

.... 5.2 his. 

AVERAGE PER CAPITA EXPENDITURES 

PARKING. ADMISSION. RIDES. SOUVENIRS 

FOOD-BEVERAGE 

MERCHANDISE 

.... $2.72 
-..* 87 

TOTAL AVERAGE 

GUEST RECOMMENDATION 

.. .34.49 


WILL RECOMMEND TO RELATIVES AND FRIENDS . .. 98% 



GROWTH OF DISNEYLAND 

OPENING DATE 
JULY 1955 

YEAR ENDING AUGUST 
1956 1957 

1. TOTAL GUESTS 


3,675,000 

4,205,000 

2. TOTAL GUEST EXPENDITURES 


$15,180,000 

$18,860,000 

3. LENGTH OF STAY BY GUESTS 

3.5 hours 

“ 1, "‘ 

5.2 hours 

, TOTAL INVESTMENT BY 
* DISNEYLAND. INC. & LESSEES 

SI 5,300,000 

$19,400,000 

$22,950,000 

NUMBER OF RIDE 

1 ATTRACTIONS 

22 

34 

38 

6. DAILY RIDE CAPACITY 

120,000 

220,000 

300,000 

7. TOTAL RIDES BY GUESTS 


21,325,000 

31,625,000 

a NET INCOME 

DISNEYLAND. INC. 


$711,000 

$1,036,000 

. TOTAL DISNEYLAND, INC. 

AND LESSEE EMPLOYEES 

1,350 

1,825 

2,825 


Participation and Association with Disney Enterprises 



The universal public acceptance of Disneyland is a direct result of all Disney 
enterprises over the past 30 years. A participant in Disneyland acquires a 
national and international association with all these activities. 

In addition to the direct association with Walt Disney -with the prestige 
and magic showmanship which have made his name and all his endeavors 
symbolical with outstanding lamily entertainment the world over -the / allow- 
ing examples show the scope oj the various Disney communicating media and 
audiences around the world: 


A. IN THE UNITED STATES 


1. Disney Television: Based on average Nielson ratings over a 
52 week period, the "Disneyland" show reaches 35 million 
people per week, and the "Mickey Mouse Club” is viewed 
by 1 5 million people five days per week. A third television 
show, "Zorro,” wUI he launched in October, 1957. 

2 . Disney Theatrical Films: An audience of 65 million per 
year (or 35mm films, and an additional 6 million yearly for 
16mm films. 

3 . Disney Records: Sales of 8 million per year. 

4 . Disney Books and Magazines: Sales of 103 million separate 
pieces per year. 

5 . Disney Comic Strips: Five daily black and white features 
and five Sunday color pages appear weekly in over 1,000 of 
the world's leading newspapers. The combined American 
circulation alone is estimated at 96 million per week. 

6 . Disney Licensed and Merchandised Products: Account for 
over $100 million yearly in retail sales. 

B. IN FOREIGN MARKETS 



2 . Disney Theatrical Films: Anaudienceof 75million per year. 

3 . Disney Records: Sales of 3 million per year. 

4 . Disney Books and Magazines: Sales of more than 88 mil- 

5. Disney Comic Strips: Combined circulation of foreign 
newspapers which carry the ten Walt Disney newspaper 
comics is estimated at 50 million per week. 

0. Disney Licensed and Merchandised Products: Account for 

II is impossible to give an exact measurement or set specific 
standards tor the values of this Disney association. Yet it is 
recognised that the Disney appeals have crossed all language 
barriers and are accepted in homes throughout the u/orld. 









American Industry Participating In Disneyland 




seated in Disneyland. Each of these companies 
exposes its institutional advertising and public 
relations message to Disneyland guests through 
various forms of participating exhibits and dis- 
plays. In each case, the exhibit is related to the 
theme of the "land" in which it is located, and 
is woven into the overall concepts and themes 
of Disneyland. 

The national sponsors, their participation 
and location in Disneyland are shown here and 
on the following pages. 
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Promotional Opportunities and Tie-ins 


P romotional programs by national sponsors utilizing Disney- 
land represent one of the most important values inherent with 
participation in Disneyland. 

The possibilities for a sponsor to capitalize on this association 
include merchandising, sales promotion, advertising, public 
relations and publicity programs are almost limitless. 

Regardless of the type of product, goods or services manufac- 
tured and marketed by sponsors, the Disneyland association 
can be effectively and importantly translated into the sponsor's 
promotional activities. 

These pages contain graphic illustrations of some of the ways 
in which Disneyland participants have used the Disneyland 
theme in promotional activities, adapting this theme to a wide 


Future Plans and Programs 



These programs are constantly being reviewed and developed 
by the Disneyland management, in cooperation and with assis- 
tance from the over-all Disney organization. 



4 

Upgrading levels of service, 
quality, values, public 
convenience, safety and 
protection. 


5 

Research and analysis to 
develop new ways and means 
to enhance and solidify 
Disneyland’s position as the 
number one tourist 
attraction in the nation. 


Continuing change in the 
make-up of attractions, 

Disneyland always new, fresh 
and different. Illustrated on 
the following pages is an 
overall view of Disneyland, 
showing planned additions 





CORPORATE STRUCTURE 

management and policy 

Disneyland was incorporated in the State of California on 
December 5, 1952. Walt Disney Productions own 65.5% of the 


Although Disneyland is administered and operated by its 
own separate management, it is closely related to Walt Disney 
Productions and WED Enterprises, Inc. 

Walt Disney Productions makes available to the management 
of Disneyland legal, tax, financial and administrative assistance, 
while Disneyland calls upon WED Enterprises, the creative arm 
of Disney endeavors, for design, art direction, special talents, 
services and effects. 


Thus, while Disneyland Inc. is a separate entity, corporate 
control, managerial policyand creative guidanceare centralized. 
The concept of Disneyland as an original, unique form of 



Only outstanding, new and different attractions, shows and 
exhibits are presented to the public. 


’ Disneyland seeks only companies of stature and significance 
as institutional sponsors. The presentation of an institutional 
participant must carry out the theme of the area in which it 

A continuous search is maintained to find and bring to 
Disneyland this kind of outstanding attraction and com- 
pany. These high standards assure bot h Disneyland and insti- 
tutional sponsors of lasting impact and impression, reflecting 
not only upon Disneyland, but upon the individual sponsor 
as well. 

11 dexhib'ts'Vth 1101 * “"d””’ exist ^ ne atlrart ‘°ns. shows 
of presentation or new, fresh ideas which would enable 
Disneyland to preserve this concept of original entertainmen t. 



high standards follows: 

I The highest degree of courtesy and service is mi 
through an intensive indoctrination and training 
for employees. Friendliness and courtesy of persor 
earned Disneyland highly favorable comment froi 
and have created lasting impressions. 

' Immaculate cleanliness is maintained throughout 
land on a continuing basis and by means of ai 
rehabilitation program. 

Disneyland selects only high caliber people from employ- 
ment applicants. The number of full-time employees is kept 


security of steady, well-paid cs 
i Costumesand uniformsarespecially designed foremployecs 
of each "land." By this means, the dress of employees is 
and carries out the atmosphere of each 


area of Disneyland. 

No alcoholic 1 leverage is sold in Disneyland; no publicity 
may be photographed or disseminated which does not 
reflect the wholesome environment of Disneyland. 

All buildings maintain automatic sprinkling systems and 
areotherwise safety checked. In addition, Disneyland main- 


safety engineer. 

A full staff of security officers is constantly on duty through- 
out Disneyland for public protection. 

• 1 Special services are provided for the convenience and com- 
fort of guests. 

Merchandising policies maintain high quality and competi- 


Through these polices, the original concept, atmosphere and 
environment which are so important to Disneyland and each 
institutional lessee are preserved. 


II flit 






The newsworthiness of Disneyland and the universal Disney 

favorable publicity. From editorial ,to feature and news articles 
in the press and magazines, to radio and television coverage, 
this publicity has taken every form of expression, nationally 
and internationally. 

Most important of all in the continued long-range success 
of Disneyland is the wide-spread "word-of-mouth" publicity 
brought about by the enthusiasm and happy memories of 
Disneyland guests. 

Better than 98% have responded to surveys that they would 
"recommend" Disneyland to their friends and neighbors. 

Disneyland benefits immeasurably from the vast television 
audiences that "Disneyland T.V." and the “Mickey Mouse 
Club" command. These programs utilize Disneyland as source 
material for entertainment and educational ideas. 


DISNEYLAND IS 
NEWS 




LOCATION 


Disneyland is located in Anaheim. California, 22 miles South- 
east of Los Angeles and IS miles from the Newport-Balboa 
Harbor area on the Pacific Ocean coastline. It is accessible 
from any part of Southern California by the network of Free- 
ways. The Main Entrance is situated adjacent to the Santa 
Ana Freeway, a main artery of the Southern California Free- 

state" highways. 

Southern California's major transportation firms have estab- 
lished regular service directly to Disneyland's gates from 
throughout Southern California. Los Angeles Metropolitan 
Coach Lines, Tanner Gray Line Motor Tours, Los Angeles Air- 
ways helicopter service and local bus companies all operate 
regular daily schedules to Disneyland all year 'round. 

Highlighting the numerous hotel and motel accommodations 
which have been built in the vicinity of Disneyland since its 
opening is the 204 room Disneyland Hotel. Located on a 30- 
acre site across the street from Disneyland's main exit, the Dis- 
neyland Hotel’s facilities include the Gourmet Restaurants, 
Cofiee Shop and Cocktail Lounge, a complete shopping arcade, 
an Olympie-size swimming pool and a diversified children’s play 
area. The Disneyland Hotel is one of 12 hotels and motels con- 
structed nearby Disneyland since its opening in July, 1955. 



SELECTION OF SITE 


Selection of this location for Disneyland was the result of 
exhaustive and thorough research and analysis of economic and 
population forecasts and projections. This study was admin- 
istered by Stanford Research Institute. 

Major factors in the selection of this site were: 

• The projection of Anaheim as the near center of the fore- 
casted Metropolitan Los Angeles population. Trends in popu- 
lation shifts and growth reveal that the population center is 
moving in a southeastomly direction from Los Angeles. 

• Sufficient land is available for present and future growth. 

• Continued expansion of the Freeway SyBtem has made 
Anaheim accessible to the greatest majority of Southern 
California residents. 

• The location is accessible to the principle transcontinental 
highways carrying the major portion of out-of-state visitors 
into Southern California. 

• The favorable mildness of Anaheim's climate, which is several 
degrees warmer in Winter, several degrees cooler in Summer, 
and has less rainfall than other areas in Southern California. 



DISNEYLAND BRANCH 

35 link of America 
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Disneyland’s place in today's economy 


Disneyland is closely related to today's i 
work-week and higher incomes. 

Growth o I the leisure market has beei 


nomy - and its standards of living, 

ne of the most significant develop- 
: ten years. Technological advances 
more people have more tree time— 


and improved social conditions 
and more money to spend during 

This expanding leisure market is the target ol almost every consumer-directed 
business. It is estimated that this leisure market has already reached $ 30 to 
$40 Billion yearly. 

In addition to the stature of this national leisure market, California ranks 
at the top nationally in attracting the tourist and recreation seeker. Nearly five 
million (0978,000) visitors entered California during 1956. 


During 1957, tourist* (excluding California resi- 
dents) will spend more than $800 million in the 
State. Californians themselves are habitually travel- 
minded within the State, accustomed to travelling 
long distances to work or for recreation pleasures. 

Disneyland enjoys a unique position in this leisure 
and recreation market. Its appeals are many faceted. 
At one and the same time, Disneyland is entertain- 
ing and educational, amusing and scientifically fac- 
tual, historical and futuristic. It is also a showpiece, 
a conversation piece-"a city from the Arabian 
Nights." As such, Disneyland is a place where people 
enjoy the "togetherness" of family recreation and 
fun, actually experiencing and taking part in a multi- 
tude of adventures. 

A typical example of the broad nature of Disney- 
land's appeal to all audiences is the "Date Nite at 
Disneyland" teenager program, one of a series of 
specialized group participation programs dealing 
with industry, church, school and youth groups. The 
teenager “Date Nites” brought this comment from a 
Los Angeles metropolitan newspaper: “College age 
or high school, their wholehearted trouble-free 
response has proved that this was just what they 
were looking for-plenty of room, infinite variety, 
minimum cost and the complete absence of liquor. 
Wholesome may be a word frowned on by teenagers, 
but we can't think of a better one." 

Based on the latest statistics, all forecasts indicate 
continued expansion of this leisure market. Disney- 
land is prepared and is expanding with the growth 
of this market. 

Expanding Western economy is the subject of 
national interest and attention. Current projections 
indicate the population of California alone will reach 
23 million by 1975. hened 

position in the expanding Western market. Disney- 
land oflers exceptional opportunities for national 
institutional sponsors to identify themselves with 
this Western growth. 
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main street 



Main St., U.S.A. is America 
at the turn of the century - 
the crossroads of an era. 

—the gas lamp and the electric 
lamp— the horse-drawn car and 
the auto car. 

Main St. is everyone’s hometown, 
—the heartline of America— 


s> 


ya:. 


adventureland 



Here is adventure. Here is 

romance. Here is mystery. 
Tropical rivers— silently 

flowing into the unknown. 
The unbelieveable splendor 
of exotic flowers . . . the 
eerie sounds of the jungle 
. . . with eyes that are 
always watching. 

This is adventureland. 
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Here we experience the story 
of our Country's past . . . 
the colorful drama of Frontier 
America in the exciting days 
of the covered wagon and the 
stage coach . . . the advent 
of the railroad . . . and the 
romantic riverboat. 
Frontierland is a tribute to 

the faith, courage and ingenuity 
of the pioneers who blazed the 
trails across America. 
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fantasyland 



Here is the world of imagination 
hopes and dreams. In this 
timeless land of enchantment the 
age of chivalry, magic and make 
believe are reborn— and 
fairy tales come true. 

Fantasyland is dedicated to the 
young-in-heart— to those 
who believe that when you wish 

upon a star, your dreams come true. 
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tomorrowland 



A vista into a world of wondrous 

ideas, signifying man’s achievements . . . 
a step into the future, with predictions 
of constructive things to come. 
Tomorrow offers new frontiers in 

science, adventure and ideals: The 
Atomic Age ...the challenge of 
outer space . . . and the hope for 
a peaceful and unified world. 




DISNEYLAND'S audience, 

ENVIRONMENT AND 
ATMOSPHERE 


D isneyland's emphasis on audience participa- 
tion in the attractions means that a visit to 
Disneyland is a persona] experience for guests, 
as contrasted to the mass impression of other 
media. Disneyland's patron is, thus, a qualita- 

Disneyland's atmosphere is unique. Once 
visitors enter Disneyland's gates, they leave the 
world of reality behind. Everyday problems 
and situations are left outside: they enter a 
dream-world of imagination, u mixture of 
fantasy, history and adventure, a preview of 
tomorrow and trip back into yesterday. In this 

the message of institutional sponsors. They 
come to be entertained, to participate and to 
experience. 

The institutional sponsor inherits this unique 
audience and atmosphere. His display and mes- 
sage is presented to an audience prepared for 
fun and learning, in a mood to enjoy them- 
selves, to Ire impressed, and to carry away with 
them lasting impressions and memories. From 
their first step inside of Wall Disney's Magic 
Kingdom, visitors arc immediately part of the 
mood, the exciting feeling that each section of 
Disneyland is designed to portray. 

In Disneyland's environment, new, lasting 
impressions are created for the institutional 
participant. An entirely new set of circum- 
stances and arrangements have been added to 
the message of institutional sponsors. 

Impression and remembrance factors are 
thus the results of the overall atmosphere of 
Disneyland, and of the personal experience of 
a qualitative audience. 






